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Continued from page 96 


Grant herein is without prejudice to such 
action as Commission may deem warranted 
as result of its final determinations with 
respect to: (1) conclusions and recommen- 
dations set forth in report of Network 
Study Staff; (2) related studies and in- 
quiries now being considered or conducted 
by Commission, and (3) pending anti-trust 
matters. 


New FCC processing line announced 


Following applications are at top of 
am processing line and will be consid- 
ered by FCC beginning Feb. 27, Com- 
mission has announced. Any new appli- 
cations or changes in current applica- 
tions that may conflict with those that 
follow must be filed with FCC by close 
of business Feb. 26, in order to be con- 
sidered. 

Applications from the top of proc- 
essing line: 

BP-1179>—WRCA_ New York, N.Y., Na- 


tional Bestg. Co. Has: 660kc, 50kw, DA-1, 
unl. Req: 660kc, 50kw, unl. 
BP-12555—New, Roseville, Calif., Service 
Bestg. Co. Req: 1110kc, 500w, DA-1, unl. 
BP-12557—New, Perry, Iowa, Perry Bestg. 
Co. Req: 1310kc, 500w, DA-D. 
BP-12558—KDES Palm _ Springs, Calif., 
George E. Cameron Jr. Has: 920kc, lkw. 
D. Req: 920kc, lkw, 5kw-LS, DA-N, unl. 
BP-12559—WJLD Homewood, Ala., John- 
ston Bestg. Co. Has: 1400kc, 250w, unl. Req: 
1400kce, 250w, 1kw-LsS, unl. 
BP-12561—KSYC Yreka, Calif., 
County Bestg. Co. Has: 
Req: 1380kc, 1lkw, D. 
BP-12564—New, Chesterland, Ohio, North- 
ern Ohio Best. Co. Req: 600kc, 500w, DA-D. 
BP - 12565— WEOK Poughkeepsie, N.Y., 
Mid-Hudson Bestrs. Inc. Has: 1390kce, 1kw, 
D. Req: 1390kce, 5kw, DA-D. 
BP-12567—New, Metter, Ga., Radio Met- 
ter. Req: 1360kc, 500w, D. 
BP - 12568— KGAY Salem, Ore., KGAY 
pe. Has: 1430kc, 5kw, D. Req: 1550kc, 5kw, 


Siskiyou 
1490ke, 250w, unl. 


BP-12569—KNEZ Rampee. 


Calif.. KNEZ 
Inc. Has: 960kc, ae. Req: 960kc, 500w, 
lkw-LS, DA-N, unl. 


BP-12570—WDLB Marshfield, Wis., Clark- 
wood Bestg. Corp. Has: 1490kc, 250w, unl. 
Req: 1490kc, 250w, 1kw-LsS, unl. 

BP-12575—New, Anchorage, "ig Sour- 
dough Bestrs. Rea: 590ke, 5kw, unl. 

BP-12580—New, Burlington, N.J., Burl- 
— Bestg. Co. Req: 1460kc, 5kw, DA-2, 


BP-12588—KGFF Shawnee, Okla. 
Bestg. Co. Has: 1450kce, 
1450ke, 250w, 1kw-LsS, unl. 

BP-12589—WREV Reidsville, N.C., Reids- 
ville Bestg. Inc. Has: 1220kc, ’250w, D. Req: 
1220kc, 1kw, D. 

BP - 12599— WBLJ Dalton, Ga., Dalton 
Bestg. Corp. Has: 1230kc, 250w, unl. Req: 
1230kce, 250w, 1kw-LS, unl. 


» KGFF 
250w, unl. Req: 


BP-12596—New, Palm Desert, Calif., Palm 
Desert Bestg. Co. Req: 1270kc, 500w, 

BP - 12598 — New, Fairbury, Neb., Great 
Plains Bestg. Inc. Req: 1310kc, 500w, D. 

BP - 12600— WKCB Berlin, N.H., McKee 
Bestg. Inc. Has: 1230kc, 250w, unl, Req: 
600kc, 500w, 5kw-LS, unl. 

BP-12601I—WRCO Richland Center, 
Richland Bestg. Corp. Has: 1450kc, 
unl. Req: 1450kc, 250w, 1kw-LsS, unl, 

BP-12602—WLDY Ladysmith, Wis., Flam- 
beau Bestg. Co. Has: a, 250w, unl. 
Req: 1340ke, 250w, 1kw-LS, unl. 

BP-126¢4—New, Glens Falls, N.Y., Piette 
burgh Bestg. Corp. Req: 1220ke, lkw, D 

BP-12605—WBTH Walaa, W.Va., Wil- 
liamson Best Cor Has: 1400kc, 250w, 
unl. Req: 1400kce, , 1kw-LsS, unl. 

BP - 12607 — KUKO Slaton, Tex., The 
Maples-McAlister Bestg. Co. Has: 1370kc, 
500w, D (Post, Tex.). Req: 1370kc, 500w, D 
(Slaton, Tex.). 

BP-12608—WSBA York, Pa., Susquehanna 
Beste. Co. Has: 910ke, 1kw, DA-2, unl. Req: 
910ke, kw, 5kw-LS, DA-2) u 

BP-12615—WHCC siconenaais. N.C., Ra- 
dio Station WHCC. Has: 1400k as 250w, unl. 
Req: 1400kc, 250w, 1kw-LS, unl. 

BP-12617—WFON Marietta, Ga., 
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Wis., 
250w 


, 


Woofum 


Inc. Has: 1230kc, 250w, unl. Req: 
250w, 1kw-LsS, unl. 

BP - 12618— WRPB Warner Robins, Ga., 
Warner Robins Bestg. Inc. Has: 1350kc, 
lkw, D. Req: 1350kc, 5kw, D 

BP-12619—KGRT Las Cruces, N.M., Tay- 
lor Enterprises Inc. Has: 570kc, lkw, D. 
~— 570kc, 5kw, D. 

- 12622 — KXXL Bozeman, Mont., XX 
Beste. Corp. Has: 1450kc, 250w, unl. Rea: 
1450ke, 250w, 1kw-LsS, unl. 

BP-12625—KWNO Winona, Minn., Winona 
Radio Service. Has: 1230kc, 250w, unl. Req: 
1230ke, ikw, DA-D 

BP-12627—WBAW Barnwell, S.C., Radio 
WBAW Inc. Has: 740ke, 500w, D. Req: 740- 
ke, lkw, D. 

BP-12628—New, Jacksonville, Ill., Guy E. 
McGoughey Jr. Req: 1550kc, lkw, D. 

BP - 12638 — KZOL Farwell, Tex., KZOL 
Bestg. Co. Has: 1570ke, 250w, D (Muleshoe, 
Tex.). Req: 1570kc, 250w, D (Farwell, Tex.). 

BMP-8352—KOOD Honolulu, Hawaii, Ala 
Moana Bestg. Inc. Has cp: 990ke, ikw, unl. 
Req mp: 990kc, 5kw, unl. 

BP-12642—WGAP Maryville, Tenn., Alu- 
minum Cities Bestg. Co. Has: 1400kc, 250w, 
unl. Req: 1400kc, 250w, 1lkw-LS, unl. 

BP - 12643 — WHMP oe ? a, a. 
Pioneer Valley Bestg. 
250w, unl. Req: 1400kc, osdw, ae a 

BP - 12645— WNBZ Saranac Lake, N.Y., 
Upstate Bestg. Corp. Has: 1240kc, 250w, 
unl. Req: 1240kc, , 1kw-LsS, unl. 

BP-12646—New, Suffolk, Va., Nanslemond 
Bestrs. Req: 1010kc, 5kw, D. 

BP - 12647 — WTIP Charieston, W.Va., 
Chemical City ogy Co. Has: 1240kc, 250w, 
unl. Req: 1240kc, Ow, 1kw-LS, unl. 

BP - 12650 — New, Valdese, N.C., Central 
Bestg. Co. Req: 1490kc, 250w, unl. 

BP-12657—New, Griffin, Ga., Mrs. Gladys 
McCommon Johnson. Req: 1410ke, lkw, 

BP-12658—New, Punta Gorda, Fla., Char- 
lotte Radio Co. Req: 1580kce, 1 kw, DA-D. 


309(b) letters issued 

BP-12548—New, Boyertown, Pa., Boyer- 
town Bestg. Co. Req: 690kc, 250w, D. 

BP-12554—WGAW Gardner, Mass., Gard- 
ner Bestg. Co. Has: 1340kc, 250w, unl. Req: 
1340kc, 250w, 1lkw-LS, unl. 

BP-12624—-WFTR Front Royal, Va., Sky- 
Park Bestg. Corp. es 1450kc, 250w, unl. 
Req: 1450kc, w-Ls, unl. 

BP - arden poll Beach, Fla., 
Daytona Beach Bestg. Corp. Has: 1340ke. 
250w, unl. Req: 1340kc, 250w, 1kw-LsS, unl. 


1230ke, 


BP - 12654— New, Fairhope, Ala., Price 
Bestg. Corp. Req: 1220kc, lkw, D. 
BP-12660—New, Saul M. 


Reading, Pa., 
Miller. Req: 1550kc, lkw, D. 


Applications deleted from public notice of 
Sept. 24, 1959 (FCC 59-990) (24 F.R. 7841) 
BP-12312—WTTH Port Huron, Mich., The 
Times-Herald Co. Has: 1380kc, lkw, DA-1, 
unl. Req: 1380kc, 5kw, DA-2, unl. 
(This application was placed in pending 
file because of NARBA violation.) 


Deleted from public notice of April 9, 1959 
BP-12121—WGMA Hollywood, Fla., Mel- 
ody Music Inc. Has: 1320kc, lkw, D. Req: 
1320kc, 5kw, DA-2, unl. 
(In pending file re inconsistency with U:S.- 
Mexican Agreement.) 
-BP-12197—New, Bibb City, Ga., Bibb city 
Bestg. Co. Req: 50kc, 500w, DA-1, unl. 
(In pending Ss re inconsistency with U.S.- 
exican Agreement.) 
BP-12199—KGFX Pierre, S.D., Ida A. Mc- 
Neil, administratrix. 630ke, 200w, S.H. 
Req: 630kc, 250w, S.H 


(In pending file re ‘inconsistency with 
NARBA.) 


BP-12205—New, Houston, Tex., Southern 
Radio Co. Req: 1070kc, 10kw, DA-1, unl. 
(In pending file re inconsistency with 
NARBA.) 


BP-12211—KBLI Blackfoot, Idaho, KBLI 
Ene. Has: 690kc, ikw, D. Req: 690kc, 10kw, 


(In pending file re inconsistency with U.S.- 
Canadian bilateral agreement, daytime 
skywave.) 

BP - 12256 — WCMW Canton othe. Stark 
Bestg. Corp. Has: 1060kc, lkw, . Req: 
1060kce, 10kw, DA-D. 
(In pending file re inconsistency with 
NARBA.) 


Applications deleted from public notice of 
Nov. 13, 1959 
BP-12468—New, Tampa, Fla. The Tamark 

Bestg. Co. Req: 810kce, lkw, DA-1, unl. 
(In pending file re inconsistency with U.S.- 
Mexican Agreement.) 


NARBA Notifications 


List of changes, proposed changes, and 
corrections in assignments of U.S. standard 
broadcast stations modifying appendix con- 
pe ge a gee mn of U.S. standard broad- 
cast tions attached to recommendations 
of North American Regional Broadcasting 
Agreement meeting an. 30, 1941, as 
amended. 

760 ke 
ORA Mayaguez BA gewaae 3 Reins 1 unl, II. 
(PO: 1150ke, lkw, ND, 
790 hy 

KVOS a a Wash —IN/SD, pas. 
unl. III-B lkw, DA 
change in nighttime pool. 

870 ke 
San Juan, P.R.—5, DA-1, unl. II. 
(POD {400k 0.25kw, ND.) 
1230 ke 

KOTY Everett, Wash.—0.25N/1D, ND, 
unl. IV. (Now in operation with increased 
daytime power.) 

1250 ke 


RXL Roseburg, Ore.—5, ND, D. III. (PO: 
1240kke. 0.25kw, ND.) 
1310 ke 
KPOD Crescent City, Calif—l1, ND, D. 
III. (Now in operation with new station.) 
1450 ke 
WELY Ely, Minn.—0.25N/1D, ND, unl. IV. 
(PO: 1450ke, 0.25kw, ND.) 
570 ke 
XEVX Comalcalco, Tabasco, Mexico— 
1kwD/0.25kwN, ND, unl. III-D, IV-N. (PO: 
lkw, ND, D.) 
620 ke 


XEOO Tepic, Nayarit, Mexico — 1kwD/ 
0.25kwN, ND, unl. IV. (Change in call let- 
ters from XEEF.) 


680 ke 
XEKQ MTapachula, Chiapas, Mexico— 
5kwD/0.5kwN, ND, unl. II. (PO: 670kc.) 
710 ke 


XEBL Culiacan, Sinaloa, Mexico—5kwD/ 
lkwN, DA-N, unl. II. (Decreased in night 
power.) 


920 ke 


XEEY Ensenada, Bale, Calif.—0.5kw, ND- 
D. Ill. (PO: 0.25kw ND D.) 


980 kc 


XEIR Ocotlan, Jalisco, Mexico—ikw, ND- 
D. III. (Delete assignment.) 


1250 ke 
EMG Arriaga, Chiapas, Mexico—0.5kw- 


D/oDsKwN ND, unl. III-D, IV-N. (New.) 
1260 ke 
XEMF Monclova, Coahuila, Mexico— 
1kwD/0.25kwN, ND, unl. IV. (PO: 0.25kw, 


ND, unl.) 
1270 ke 
XEMH Merida, Yucatan, Mexico—lkwD/ 
0.5kwN, ND, unl. III-B. (Change in call 
letters from XEME.) 
1320 ke 
XEOJ Ocotlan, Jalisco, Mexico—0.5kwD/ 
0.2kwN, ND, unl. IV. (Correction of error 
in previous NARBA change list.) 
1340 ke 
EJK Cd. Delicias, Chihuahua, Mexico— 


1kwD/0. 25kwN, ND, unl. IV. (PO: 0.5kwD/ 
0.25kwN.) 


XEOE Tapachula, Chiapas, Mexico—0.25- 
kw, ND, unl. IV. (New.) 
1400 ke 
XELH Acaponeta, eg Mexico—0.25- 
kw, ND, unl. IV. (PO: 0.lkw, ND, unl.) 
1420 ke 
XEII Chihuahua, Chihuahua, Mexico— 
5kwD/0.15kwN. ND, unl. III-D, IV-N. (As- 
signment of call ietters.) 
XEUP Tizimin, Yucatan, Mexico—0.25kw, 
ND, unl. IV. (PO: Puerto *Juarez, Quintana 


Roo. ) 
1430 ke 
XELL Veracruz, Veracruz, Mexico—5kw- 
D/0.25kwN, ND, unl. III-D, IV-N. (Mod- 
ification in daytime classification.) 
1490 ke 
XEME Merida, Yucatun, Mexico—0.5kw, 
ND, unl. IV. (Change in call letters from 
XEMH.) 


1500 ke 
XEUV Villahermosa, Tabasco, Mexico— 
0.25kw, uD. II. (Change in call letters 


from X 
1600 ke 
XEOU Matamoros de la Laguna, at ae 
la, Mexico—lkwD/0.25kwN, ND, unl. IV. 
(New.) 
XEMI Minatitlan, Veracruz, 


Mexi 
0.25kw, ND, D. IV. (New.) si 
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Why you get more 
for your money when 
you buy by 
BRAND NAME... 

















You get more value and satisfaction for your money when 
you buy by Brand Name because the specialized know- 
how of the manufacturer stands behind your purchase. 











A respected Brand Name is a manufacturer’s most valu- 
able asset and he spares no effort to protect it by con- 
stantly testing and bettering the quality of his product. 





A Brand Name is the manufacturer’s guarantee of satis- 
faction, further endorsed by the retailer who sells it. 














Brand Names give you publicly approved standards of 
quality and value, for a brand-name product has to 
earn its good reputation against all its competition. 








Magazine advertising helps you get the most value for 
your money. Choose a maker’s Brand Name you know. 








\ 
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A Brand Name is a maker’s reputation 


BRAND NAMES FOUNDATION, INC., 437 FIFTH AVENUE, NEW YORK 16, N.Y. 













CONFIDENCE 


BRAND 
NAMES 


SATISFACTION 
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OUR RESPECTS TO... 
Fairfax Mastick Cone 


Among advertising’s more devoted 
practitioners, Fairfax Cone is one of 
the most ideally suited by temperament 
and personal ethics to champion the 
good of the many and to assail the 
transgressions of the few. 

As chairman of Foote, Cone & Beld- 
ing’s executive committee, Mr. Cone is 
regarded as an elder statesman among 
agency executives, a man sorely needed 
in advertising’s current crisis. 

One colleague has characterized him 
as a “catalyst” or “synthesizer” of media, 
with an ever introspective eye to the 
creative side of a dollar-and-cents busi- 
ness. Said a competitor: “He’s a good 
samaritan in advertising, with really no 
ill will toward anyone. Fax is a kind 
of messiah who feels responsible for 
the sins of his advertising brethren and 
tries to lead them to the promised land.” 
But this reaction is usually quite typical 
in any Fax Forum: “He said something 
that needed to be said—it hasn’t been 
said too often before, at least not quite 
as well.” 

Worth Hearing ¢ Whatever the de- 
scriptions, just about everybody, includ- 
ing lukewarm detractors, admit that 
what Mr. Cone might have to say in 
today’s troublesome advertising-media 
climate is probably worth hearing. 

Some samples: 

e There is room for the magazine or 
“spot carrier” concept in today’s tele- 
vision, just as there’s room for west- 
erns and specials. But  spot-carrier 
clients shouldn’t be charged the same as 
regular sponsors because of relative 
ratings or circulation differences. In 
this Mr. Cone stands somewhat alone 
for an agency executive. 

e All media ought to screen advertis- 
ing copy before it gets in print or on the 
air—to assure “proofs of claims” by ad- 
vertisers. Advertising’s sins could be 
minimized through “censorship” by 
media. And broadcast media ought to 
be made primarily responsible for all 
commercials and programming. 

e The Federal Trade Commission's 
stepped-up look-see at tv commercials 
smacks of a “witch hunt” and “head- 
line hunting.” He doubts that charges 
against tv advertisers will prove to have 
“any basis in fact” and he is skeptical 
of the FTC’s questioning the use of 
mechanical techniques to reproduce 
product demonstrations or product 
performance. 

e The press ought to be more meticu- 
lous in screening its own ad copy and 
Should “separate the facts from the al- 
legations” in its stories on allegedly 
deceptive commercials, payola and 
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rigged quiz shows. (One of Mr. Cone’s 
gems: “The television scandals were so 
ripe and so delectable, despite the pious 
headshaking that went with the devour- 
ing of them, that they simply had to be 
followed with a series of new, tasty 
concoctions.”) ' 

Strong Medicine ¢ These are strong 
sentiments for a man who rides herd 
on an agency that bills about $90 mil- 
lion annually, with perhaps $40 million 
in tv. But not for an outspoken execu- 
tive who is at once soft-spoken, intro- 
verted, creative, critical and rigid in 
his principles. Fax Cone peers out of 
horn-rimmed glasses from an impassive 
(and sometimes compassionate) face 
that seems to suggest he got into the 
wrong business to begin with. 

Proud of his early American heritage 
(three of his ancestors signed the Dec- 
laration of Independence and the first 
American Cone came to Connecticut in 
the 17th Century), Fairfax Mastick 
Cone claims San Francisco as his birth- 
place. He was born Feb. 21, 1903, Fax 
Cone was home-taught until he entered 
the sixth grade of grammar school. 

At 16 young Mr. Cone went from 
University High School in Oakland to 
sea and was graduated in absentia 
while in Liverpool. In line with his 
father’s wishes he abandoned seafaring 
and enrolled at the U. of California in 
1921. His major college distinctions: 
he got an “F” minus and, though he 
was in the class of 1925, he didn’t get 
his diploma until 1947. (English came 
easy but attendance did not.) 





FC&B’s CoNE 
Advertising’s defender 


Start in Journalism ¢ Out of the U. 
of California came Fax Cone’s stock in 
trade: journalism (he drew cartoons, was 
editor of the pictorial magazine and 
was board member of the school’s lit- 
erary magazine). During the summer he 
worked as copyboy on the San Fran- 
cisco Examiner. He moved up fulltime 
to want ads and promotion, then joined 
the L. H. Waldrom agency as an artist 
for $500 a month. 

Mr. Cone started in the San Fran- 
cisco office of Lord & Thomas as a copy- 
writer on April 9, 1928, set a wedding 
date with his wife-tco-be (the former 
Gertrude Kennedy) for June 29, 1929, 
and then proceeded to wage a painful 
and body-racking battle against a strange 
malady. In 1934 he was hospitalized, 
losing 30 pounds in four months. (The 
ultimate diagnosis was the opposite 
of diabetes—recurrent insulin shock. 
He later was steered to a cure in New 
York by Albert D. Lasker, head of 
Lord & Thomas.) 

Handicaps and all, Mr. Cone was ap- 
pointed manager of L & T in San Fran- 
cisco in 1939, chairman of the plans 
board in New York in 1941 and man- 
ager of Chicago operations in 1942. 
The retirement of Mr. Lasker marked 
the genesis of Foote, Cone & Belding in 
January 1943—it started with $100,000 
for immediate expenses and became one 
of the 10 largest agencies in the country. 
(Under Mr. Lasker, Mr. Cone was in 
constant contact with George Washing- 
ton Hill, head of American Tobacco 
Co., and created the slogan—‘“With men 
who know tobacco best . . . it’s Luckies, 
two to one.”) Mr. Cone became chair- 
man of FC&B’s executive committee in 
1943, president in 1951 and chairman 
again in 1957, concentrating on policy 
and creative advertising. 

Headed AAAA e Mr. Cone is a for- 
mer chairman of the American Assn. 
of Adv. Agencies and director of The 
Advertising Council. He’s also active in 
civic groups, including the U. of Chi- 
cago, Chicago Assn. of Commerce and 
Industry and Chicago Community Fund 
drives. He and his wife have one daugh- 
ter, Mary, and live on Chicago’s near 
north side—at 1260 N. Astor St. He 
likes to read, rest and entertain. At 
work his main interest is in copy and 
devising new campaigns—but he be- 
lieves that research, media planning 
and merchandising should be no less 
creative. His desk is the essence of 
orderliness. And about truth in adver- 
tising, he said with characteristic candor 
three years ago before the probes: 

“During all the years I’ve been in the 
advertising profession I have never— 
not even once—been asked to write a 
dishonest ad or make a dishonest state- 
ment in an ad. I assume that most others 
haven’t been asked either, because I 
can’t believe that I am unique.” 
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EDITORIALS 





Politics over principle 


HE stage was set at the FCC last week for broadcasting 
to demand emancipation from unconstitutional govern- 
ment controls. 
But broadcasting wasn’t equal to the setting. 


The major elements of radio and television presented 
eloquent defenses of the broadcasting record and eloquent 
arguments for constitutional protection of radio and tele- 
vision as organs of free speech. In the next breath the same 
witnesses undid much of the good that had been done by 
making concessions that were transparently political. 


It may have been coincidence, but the NAB, NBC and 
CBS gave presentations which, while differing in detail, 
were fundamentally alike. 

Each statement contained persuasive descriptions of 
broadcasting’s many virtues and candid recognition of its 
imperfections. 

Each made a strong legal and philosophical case against 
government influence in programming. 

Yet all agreed in their conclusions that the FCC could 
exercise some degree of program surveillance as a means 
of determining the character of station applicants. At that 
point all three jilted principle for political expediency. The 
political advisors could be imagined whispering in the back- 
ground: “Don’t forget the FCC is in trouble and has to 
write something that will make it look tough.” 


HE essence of the reasoning advanced last week by the 
NAB, NBC and CBS was this: 
It is unconstitutional for the FCC to review programming. 
But it is quite all right for the FCC to evaluate the 


character of an applicant on the basis of the programming ~ 


that he proposes, if he seeks a new grant, or that he has 
been broadcasting, if he seeks a renewal. 

This reasoning is not new. It has been repeatedly used 
by the FCC to make excursions into one form of program 
control or another. The wonder is that it has survived so 
long in a world where logic still has some function. 

If the FCC sets out to judge a man’s character by his 
programming, it must first make a judgment of the pro- 
gramming itself. Before it can say by this process that an 
applicant is good or bad it must first decide that the standard 
by which he is being measured—his programming—is good 
or bad. 

How can the FCC evaluate programming, as the pre- 
requisite to evaluating the character of the programmer, 
without straying into an area that is marked off-limits by 
the First Amendment? At this point the advocates of this 
process retreat behind a haze of doubletalk. It is all right, 
they say, if the FCC looks at a program service in totality 
as long as it steadfastly refuses to evaluate individual pro- 
grams. 

Here the FCC is asked to perform a neat trick. How can 
a program service be described or judged without reference 
to its parts? 

Well, say some, let us look at it by percentages of program 
types: A percent commercial, B percent sustaining, C per- 
cent religion, D percent public service, E percent recorded 
music, etc. 

Is A percent commercial better than B percent sustaining, 
or worse? Is C percent religion enough, too little, too much? 
What is the correct percentage of recorded music? Is it a 
balanced schedule? What is balance? The futility of reaching 
acceptable answers to these and countless other questions 
like them has been conclusively proved in 25 years of FCC 
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administration. As two witnesses, NAB and NBC, testified 
last week, the statistical method is meaningless. 

What better substitute can be suggested? Well, let’s try 
a narrative report, said NAB and NBC. Let the applicant 
describe the service he has rendered or will render. From 
then on both NAB and NBC turned vague. What should an 
applicant tell the FCC in this report? How can he write a 
narrative description that will be more meaningful than a 
statistical report without describing, in intelligible detail, the 
programs that make up his service? The record of the testi- 
mony last week gives no guidance on that matter. 

The fact is, of course, that judgment by statistical report 
and judgment by narrative are equally prohibited by the 
First Amendment. Either method puts the FCC into some 
degree of program control. To read the law submitted by 
the same witnesses who argued for FCC surveillance over 
programming is to be certain that the constitutional principle 
they first embraced and then ignored is very much at work. 


HERE are limits to the protection that the First Amend- 

ment gives all media. It does not protect them from 
prosecution under laws against obscenity, incitement to riot, 
treasonable acts and utterances, lotteries and many other 
crimes, 

The violation of criminal law ought certainly to be a 
subject for FCC inquiry into the qualifications of a broad- 
cast licensee. 

But there is a vast difference between a government in- 
vestigation of a criminal act and government investigation 
of a program service about which no question of criminality 
has been raised. The difference is as great as that between 
the killing of an armed bandit in a gunfight with the 
police and the confiscation of a newspaper which criticizes 
a crooked police commissioner. 

These distinctions tend to disappear in a political tumult 
as violent as that which has been aroused by the payola and 
television quiz disclosures. Broadcasters must hope that the 
FCC can be wise enough to resist the demands for tighter 
government controls. The hope would be more realistic if 
the FCC had been given a less diluted dose of principle 
by its chief witnesses last week. 
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Drawn for BROADCASTING by Sid Hix 


“I forgot to tell him you were coming in to give an 
income tax broadcast’! 


BROADCASTING, February 1, 1960 
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WHEN KSTP-TV SAYS 
“GO OUT AND BUY IT”... 
PEOPLE GO OUT AND BUY IT! 
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KHOMR: 
MINNEAPOLIS - ST. PAUL 
100,000 WATTS * NBC 


A GOLD SEAL STATION 





Again it’s 


KIMN 


PULSE: FIRST IN DENVER’S 


Including Cheyenne and Laramie, Wyo 


home audience — according to Septembe 


HOOPER: KIMN UNDISPUTE 


According to October, November and D 


HOOPERATING. Both ratings agree... 


KIMN DELIVERS MORE AUDI 
THAN ANY OTHER DENVER 


DENVER IS ON THE MOVE... 


and KIMN moves Denver! Let us tell you about this 
great, rich market. Call Al Fiala, National Sales 
Manager at BElmont 7-2734 or our TWX number 
(Lakewood 535), in Denver, Colorado. 


REPRESENTED NATIONALLY BY 


Avery-Knodel, Inc., who will enthusiastically tell 
you the KIMN story and what it will mean for 
your product. Contact your Avery-Knodel man 


5,000 WATTS AT 950 
KEY STATION * INTERMOUNTAIN NETWORK ° Cecil Heftel, President 





